This article is a conceptual paper that proposes the importance of digitalization in marine tourism destination in order to significantly improve its competitive advantage.
Background
As the largest archipelagic country which possesses more than 13,000 islands and 2/3 of its area is water, developing and managing Indonesia as tourism destination is not a simple task. This situation is intensified with the high variation of the level of infrastructure, tourism services and development, as well as human resource quality in the destinations.
There are many suggestions on how to develop of marine tourism and the most popular is by employing sustainable tourism or community based tourism as the most trusted strategies ( [21] ; Manante, 2010), however the main issue for the success of tourism development is collaboration, integration, and synergy amongst stakeholders which made tourism as a complex system [7] , a holistic network of stakeholders connected in experience environment (Tussadiyah & Zach, 2013 ).
As we are now facing a new economy -the experience and sharing economy [17] , the challenge of marine tourism destination is how to stage best experience for the The 2nd ICVHE customers through their products and services [12] . The service excellence that was pursued by every organization and business entity, has now become the very basic attributes of a product, while customers now seek the best experiences that are very personalized and available in real time [3] . The experience economy has also change customers' roles as very active actors to determine experiences that they wish to have, and that they demand for high involvement and engagement in the creation of their own experiences from the ideation to the consumption stages [18] . It is the rapid development of digital technology that has made the very personalized products and services while enabled customers to co create their unique experiences by mixing and matching different products and services from different companies [3] . It has also turned businesses to change their paradigm, business processes and even business models in order to serve their customers. Consequently, digital technology has resulted a disruptive business environment in all industries including tourism [7] .
In tourism industry, digital technology has made a lot of travel bureau fold down as its function replaced by online travel agencies and other online booking systems in a way that has never been imagined before [22] . Today's customers demand on high involvement in creating their experience in real time, which can be easily materialized by digital platform [24] . Other important factor resulted by the digitalization is the connectedness of customers, not only to businesses but also to other customers. Digital technology has encouraged customers using their advocate roles on the products or services. Businesses has less control to customers than before, and to succeed they should conduct coopetition strategy or 'cooperate and compete' at the same time [10] .
This create sharing economy. Internet has forced business environment to share not only information but also resources and infrastructure that lead to a transparency [16] .
This situation is also faced by tourism destinations in the world. Digital technology has made all destinations, small or large, compete one another in global market. There is no product without customers and the scattered customers become accessible. However this could happen only if they utilize digital technology. Digitalization today has made many tourism industries facing new stage of development such as smart destination, smart cities, smart airports, smart seaports, smart hotels and other industries that adopt digital transformation [7, 8] . To develop and improve its marine tourism, the government has deregulate its policy and regulation especially for the ease entry of foreign yachts to Indonesia, create
Internet-based application to register yachts Yacht_ERS that can be used by yachties to get Vessel Declaration that enable the yachts enter and stay in Indonesian waters for 3 years, and develop 100 tourism ports. What interesting is the intention of government to connect each area in Indonesia especially the cross borders by broadband village projects to improve connectivity. Therefore, this article proposes digitalization as the answer for marine tourism destinations to improve competitive advantage significantly.
Tourism and Digitalization
Tourism is a bundle of services required by tourists away from home and is consid- 
Digitization and digitalization
There are two terms most common in society, Digitization and Digitalization. According to Bandi, Angadi & Shivarama (2015) , digitization in simple definition is automation or the conversion of analog source material into a numerical format. Digitization is mostly the automation of existing manual and paper-based processes. While digitalization is the use of digital technology to change a business model and provide now revenue and value producing opportunities [6] . Digitalization is the process of moving to become a digital business, realize a digital workplace, creating a digital supply chain, transform business process and create environment for digital business, whereby digital information is at the core [4] . Dickinson et al. (2012) proposes that tourism destination today must possess digital capability. Digital capability is a cross functional proficiency in the processes, practices and customer connections enabled by digital media and infrastructure. There are four dimensions of utilization of digital technology: the capability to provide destination information, the capability to share information, context awareness capability and tagging capability.
Digital technology as new destination capabilities
The capability to share information consists of destination interpretation, provision of travel schedule, and provision of static map to relocate attraction, accommodation and tourists facilities. Sharing information capabilities must be in two ways from the destination and its stakeholders as suppliers and the tourists as customers. Through digital technology capability, the destination will obtain and manage big data which was from the past and in real time as well as prediction for facility utilization in future.
Context awareness capabilities are the provision of attraction or facilities proximity, the ability to provide travel information directly (real time), and the ability to specified user's travel itineraries. While tagging capability is the ability to record information for travelers for future usage.
As Indonesia marine tourism in its infancy stage to the utilization of digital technology as the new destination capabilities, digital transformation will not be an easy task as the local tourism industries and community are mostly computer illiteracy. To fill in the technology and human resource gaps are through provision of devices, intensive training and education, as well as national digital movement.
Digitalization and value co-creation
According to Shulga, Busser & Henthorne (2015), digitalization has transform value creation process that was performed by producers to customers co create value together with company and its supply chains from the design stage of product, the production and consumption stages. It has also transformed the innovation that was initially in the internal company's domain (inside company) to external customer environment (outside company).
In addition, Akaka, Schau & Vargo (2013) states that customers are connected to each other and they are connected to customer community platform. They share their experiences with their consumption and they even advocate their experiences to other customers. This situation has turn a company has less power to control customers and it is likely external communication from a company influence their buying decision as before [16] . Digitalization provides choices for customers while the production and The 2nd ICVHE to enhance the efficiency and effectiveness of service exchange by making resources liquid, increasing resource density, and facilitating easy access to appropriate resource bundles. According to Blix (2016) there three types resources sharings from value co creation: knowledge sharing, physical resources sharing and services sharing.
Knowledge sharing makes stakeholders have information and tools to interpret information and can help themselves to consume in a simpler and cheaper way.
Physical resources sharing optimize the utilization of idle resources to be available on market thus minimizing waste. Sharing of services enable small companies to provide specialized services which are cheaper, faster and easier.
Pre-requisition of digital transformation
To ensure the success of digital transformation, businesses must fulfil the pre requirement on the organization level: focus on digital strategy, leadership and culture. The 2nd ICVHE According to Harshak, Schmaus & Dimtrova (2013) , company culture gives organization its personality and shapes both its internal processes and the way it is seen by the outside world. Culture has an intangible quality that requires sensitive stimulating and precise targeting of new key behavior in formal and informal way, so the culture can change itself. To change culture is to focus on the way people act on a day to day basis.
Discussion
Digital transformation will determine future and long term viability of every tourism destination. The Ministry of Tourism of Indonesia has determined three focus strategies to develop its tourism: digitalization, homestay development and connectivity, then the development of marine tourism destination should comply with the direction. Solutions to the initial digitalization transformation of Indonesia marine tourism destination as follows:
Develop national digitalization movement
As an initial digitalization program, Ministry of Tourism has launched Indonesia Travel Exchange (ITX) as the digital platform to integrate the destinations, industries and all tourism stakeholders national-wide.
Although marine tourism is still in its infancy, however the grand strategy has provide direction that marine destinations must follow and participate in the process. It is highly suggested that the Ministry of Tourism deploys its digital policy to provincial and local tourism offices as well as encourages a public, private and people to collaborate and synergy in developing a digitized thematic tourism products to reach a specific target market while integrate them with ITX as the digital platform.
Appoint seaports as the leader to create value platform
Beside ITX, airports in Indonesia has committed to transform its operational digitally and develop digital platform to integrate the related and required services. The airport's digital platform is also promoting tourist destinations and businesses. However, as
Indonesian archipelago consists of 13,000 islands while its dimension is 85.000 sqm, it is highly recommended that seaports initiated digital transformation not only to optimize their operations but also support marine tourism destinations to global markets since airports can only reach large cities and destinations, while seaports can reach the most dispersed and remote destinations.
Digital Ports is not considered something new as many airports are now in progress toward smart airport to integrate and customers demand. The consideration is because seaports are united in a formal government owned company which are likely possess better talents, adequate funding and influence other stakeholders better than other entities in marine tourism.
Encourage collaboration with intra-and inter-destination stakeholders
Digitalization require high collaboration between stakeholders including customers and customers' communities. On the other hands, digitalization also supports and enables collaboration not only intra destination or inter destination but also in global market.
The collaboration intra destination should be executed mostly in defining business processes, roles and contribution of each stakeholders to the collaboration platform.
The collaboration and synergy should be covered multi stakeholders: business players in marine tourism destination as enabler, local community as accelerator, central and local government as regulator, academia as conceptor as well as media as expander.
Intensive digitalization socialization and training
As the variation of human resources arises, intensive socialization and trainings to acquiring new talents in digital technology are priorities. To materialize this, collaboration with telecommunication, digital companies and campus is an important aspects to carry out.
The initial digital transformation should be followed by the fully integrated digitalization on destination and the industries while at the same time educate people and other stakeholders so that digital culture emerges in the destination and become daily practices.
